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Abstract 
This paper explored the struggles of the Copenhagen teams from the premier Danish basketball 
league, Basketligaen (BL). The objective was to create knowledge on how these teams could 
improve their enhanced product in order to help stabilize the competitive imbalance that is 
currently present in the BL and is a hindrance for its future growth. With the use of the 
contingency framework for strategic sports marketing, the external and internal contingencies 
were analyzed through a micro economic sports theoretical review of the Copenhagen market and 
interviews with managers from Copenhagen BL teams. The consumer needs and target market 
decisions were explored with an online survey with respondents from the Danish basketball 
subculture. Based on the findings a SWOT analysis was conducted along with the marketing mix 
decisions about the four P’s. The external contingencies showed positive signs for the 
Copenhagen teams, while the internal contingencies showed a lack of clear strategy and 
highlighted the lack of resources for the teams. Sports economic and marketing theory combined 
with the survey results showed that the teams should focus on attracting spectators that were not 
members of BL teams, but took part in basketball in other clubs or through watching the sport. 
The marketing strategy of these teams should reflect this, and the target market should be reached 
with advertising and sales promotions. Furthermore the teams could consider a fusion in order to 
strengthen their organization and lower supply of the product within the Copenhagen market. 
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1 Problem area 
1.1 The Subject 
This paper is concerned with the best Danish Basketball league, Basketligaen (BL). It is a semi-
professional league, which attempts to move towards becoming a more professional league. There 
has previously been done research on the BL in the project entitled “Pursuing Professionalism in 
the Danish Basketball League” 1 . That project explored the professionalism and future 
opportunities of the league and the findings are what led to increased interest in the subject. The 
BL was identified as a two-tiered league, where the teams in the identified top tier had larger 
revenues, more paid employees and produced better event quality at their games than the teams in 
the lower tier. This can be illustrated the following way: 
Figure 1-1 
  
An interesting finding was that four of the league’s 10 teams are located in or closely around 
Copenhagen, and all of these teams belong to the lower tier. The teams are the Copenhagen 
Wolfpack, SISU Basketball, Værløse BK and the Hørsholm 79ers. Basic economic sports theory 
suggests that teams in larger markets are at an advantage2, since more people (consumers) are 
available in cities with large populations. This leads to more possible fans and sponsors, larger 
sponsorships due to the higher potential of viewers, higher potential earnings from apparel sales 
etc. In the BL however, the situation is currently the exact opposite, as the teams from what 
                                                
 
1 Dossing, J. & Hoyer, D., “Pursuing Professionalism in the Danish Basketball League”, Roskilde University, 2014. 
2 Fort R. “Sports economics,” Pearson Higher Education, 2003, p. 16 
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should be the largest market, Copenhagen, are struggling, and the teams that are performing well 
are the ones from smaller markets like Næstved, Svendborg and Horsens. The current two-tiered 
nature of the league creates competitive imbalance, both on and off the court, and this can be 
detrimental to a sports league according to sports economic theory since it can lower fan interest, 
which leads to a decrease in revenue for the teams3.  
1.2 Problem Structure 
The BL mainly relies on volunteers and people who have a passion for and connection to the 
game and culture of basketball. The league has experienced growth, especially in terms of 
attendance, where it has seen the second highest growth in attendance rates, with an increase of 
75% from 2006 to 2012, and it is now the 4th most viewed live sport in Denmark4. 
The BL is partly commercialized, but is attempting to improve its commercial value in order to 
keep growing, and also take advantage off the opportunity that the current growth is presenting. 
The BL is attempting to attract a large league wide sponsor, but according to the manager of the 
BL, Rasmus Winkel, the imbalance of the league complicates this, as the there is too much 
difference in the event quality of the teams, which makes it hard to sell the unified product of the 
league to a potential national league wide sponsor. 
The league can only guide the teams by using soft power, and setting guiding rules through the 
White book, which is a set of rules that take into account rules set forth by Dansk Idræts Forbund 
(DIF) and the International Basketball Federation (FIBA) but is tailored to Danish basketball and 
feature rules on conduction of games5. The Danish Basketball Federation (DBBF) can edit the 
White Book every year. The BL is not able to draw the bottom teams up on its own, as it can only 
guide them so much towards creating a greater product. Action and progress is needed from the 
lower teams if the league wants to continue its growth, and move forward as a product. Rasmus 
Winkel believes that continued growth in attendance is the key to future growth for the BL6, but 
the Copenhagen teams are struggling with the lowest attendance rates in the league. This is due to 
one of the identified hindrances for all of the BL, and especially the lower teams; the reliance on 
volunteer workers. Almost all leaders from the lower teams, both heads of the clubs, general 
managers and their subordinates are volunteers or only part time workers. Rasmus Winkel, and 
other team managers mentioned that it was hard to improve the state of these teams, as they 
always had to take care of urgent tasks rather than important tasks7. Urgent tasks like finding 
volunteers to help for the next home game, sending in legal documents to obtain working permits 
                                                
3 Fort R., p. 14 
4 Danmarks statistisk, “Flere tilskuere til herrehåndbold, 2013 (Online) Available: http://www.dst.dk/pukora/epub/Nyt/2013/NR253_2.pdf 
5 Dossing, J. & Hoyer, D., p. 33 
6 Dossing, J. & Hoyer, D., p. 14 
7 Dossing, J. & Hoyer, D., p. 44-45 
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for foreign players or finding transportation for games needs to be done before the focus can shift 
to important tasks such as improving attendance at games through marketing, the overall 
entertainment of the product, attracting new sponsors or findings more volunteers. The semi-
professional nature of the league, and the heavy reliance on volunteers for the lower tier teams 
results in a lack of time to work on the important tasks. At the same time Rasmus Winkel and the 
BL organization does not currently have the time, manpower or answers to these problems for the 
lower tier teams, that are all located in Copenhagen or the greater Copenhagen area, which is 
ironically the largest market in the country. The lack of knowledge on the important task of how 
to improve the product of the Copenhagen teams by increasing attendance is the focus of this 
paper. This problem is a planning problem, which according to Bitch and Olsen “tend to occur in 
situations involving strategic decisions in private and public organizations and companies”8. The 
planning problem is found in situations where there is “need for action or decision, but no certain 
knowledge about what to do”9. For the BL and its teams, this means that there are problems and 
inefficiencies within the organizations that need correction, but there is a lack of knowledge on 
how to solve these. The purpose of this paper is to investigate the problems of the Copenhagen 
teams, and create knowledge and understanding of them, in order to present guidelines to what 
remedies the BL and its teams could use to solve them.  
1.3 Interest 
The interest in this subjects stems from personal involvement in Danish basketball for the past 15 
years and a series of problem oriented projects with sports as the focal point. Seeing the growth of 
basketball and its popularity first hand, led to an academic interest in showing and investigating 
the development through problem oriented project work.  
The untapped potential and opportunities for the BL and its teams led to interest in how the league 
can capitalize on these opportunities and ensure future growth, and increased prosperity. 
The first project on Danish basketball planned a youth all star basketball game in Copenhagen. It 
was during the research for this paper, that empirical evidence started to show growth in the 
popularity of multiple areas of Danish basketball10. These findings led to another sports related 
project, which investigated the impediments to growth of the BL and why it suffered from a lack 
of professionalism. The findings showed that uneven access to resources for the teams of the BL 
was the main problem, and that it created a two-tiered league, which leads to an uneven product 
overall for the BL. This is a hindrance for the BL as it attempts to take advantage of the available 
opportunities that the growing popularity of basketball in Denmark is presenting the league with.  
                                                
8 Olsen P, Pedersen K. “Problem Oriented Project Work: A Workbook,” Roskilde University Press, 2011, p. 29. 
9 Ibid 
10 Døssing J, Hoyer. “Basketball Youth All Star Game,” Roskilde University, 2013, p.14-17 
 
 6 
All of these findings ultimately led to the interest for this project. The BL can actively help push 
the teams from the league’s lower tier through soft power and legislative changes of the White 
Book. However, the main responsibility for improvement lies within the teams and their 
organization, and it is this area of knowledge that is of interest for this paper.  
A better understanding of how the Copenhagen teams can individually be more efficient with 
their available resources and in this way create a better product can help the BL with improving 
its uneven overall product for sponsors, fans and other key stakeholders.  
According to Rasmus Winkel, the key for improving the product, both for the Copenhagen teams, 
and for the rest of league is to improve the on court product, and event quality. He has identified 
what he refers to as primary and secondary customers. Primary customers are the spectators that 
go to games, and secondary customers are sponsors. The product the BL is selling is then split 
into two: the product you sell to the fans, and the product you sell to the sponsors. Sponsors are 
more powerful economically, so the focus for the BL teams should be on improving the product 
that is being sold to sponsors.  
In sports economic theory, the competitive match that is being sold is called the main product, 
while the things that support it like half time-entertainment, music, and the atmosphere of the 
crowd and spectators are called product enhancers11. The main product can never entirely be 
controlled due to the many uncertain factors associated with a sports team, like individual 
performance, team chemistry, and injuries. The quality of the main product can only be controlled 
to the extend that purchasing more talent will theoretically provide a better main product. If the 
product enhancers are added to the main product, the result is the overall game event, which is 
called the enhanced product. It is important to distinguish between the main product and enhanced 
product, for the BL as the main product is hard to improve without available financial resources, 
which the bottom teams lack, but the enhanced product is more controllable, and since this is the 
product the BL and its teams are selling to sponsors, the key is to improve this. The fans attending 
the games can then be seen as being part of the enhanced product, a higher amount of people at 
the games leads to a better atmosphere, more professional feel, and provides more eyes for the 
possible sponsors. It also makes the game more attractive for television, and this can possibly help 
the BL with attracting a league wide sponsor, something that Rasmus Winkel has identified as 
being very important, especially because the league can centrally invest the money it would 
receive from a league wide sponsor in assets that could further improve the BL and its teams, and 
ensure a healthy future with continued growth. The objective of this paper will be to investigate 
how the enhanced product, of the lower BL teams from Copenhagen can be improved.  
 
                                                
11 Hunter, J., & Schwarz, E.,”Advanced Theory and Practice in Sports Marketing”, Butterworth-Heinemann, 1st ed, 2008, p. 27 
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1.4 Problem Formulation 
- How can the identified lower tiered Copenhagen teams of the Danish Basketball league, 
the BL, improve their enhanced product to ensure an overall homogenous and unified 
product for the league as a whole? 
 
The problem formulation will be explored through research questions ranging within sports 
economic and sports marketing theory. The enhanced product could theoretically be improved 
through planned marketing efforts, which are a part of the contingency framework12. This process 
is outlined in Figure 1-2 below, and includes assessing external and internal contingencies before 
moving on to the strategic sports marketing process. The research questions will thus investigate 
these areas, and the design of the project and what each chapter explores can be seen in Figure 
2-1.  
Figure 1-2 
 
1.5 Research Questions 
- What can be said about the Copenhagen basketball market in relation to modern sports economic 
theory?  
- How does the lower tiered teams see their own situation and how do they attempt to attract 
spectators? 
- Is the marketing and branding of the lower tiered teams effective? 
- From a marketing and sports economics theoretical standpoint, what steps can the lower tiered 
teams take to improve their situation? 
                                                
12 Shank, M., “Sports marketing – A Strategic Perspective – International Edition”, 4th ed, Pearson Prentice Hall  2009, p. 39 
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2 Methods 
The following chapter will give a detailed overview of what methods will be used to help answer 
the problem formulation. Furthermore the epistemological and ontological stance will be 
explained, and the papers primary and secondary data will be outlined. The main theoretical 
framework that will be used is the contingency framework for strategic sports marketing. 
According to Sports marketing theory, marketing in sports usually include advertising, 
sponsorships, public relations, and personal selling13, but sports organizations are also involved in 
product and service strategies, pricing decisions, and distribution issues. This is what is referred to 
as the sports marketing mix in sports marketing theory14. The elements of the marketing mix are 
sports product, price, promotion and distribution. These are controllable elements for managers. 
Sports organization use these defined and coordinated elements to meet their objectives in terms 
of marketing, and furthermore to satisfy the needs of the consumers. Before a sports organization 
can focus on these elements, as series of steps needs to be taken according to sports marketing 
theory. Figure 1-2 presents this. This framework has been adjusted to include the factors that are 
relevant for the BL. Most sports economic and marketing theories focus on American sports 
leagues, which are multi million-dollar industries. These leagues face different decisions, than a 
semi-professional European sports league like the BL. The external and internal contingencies are 
influences outside and inside of the organization that might affect the strategic marketing 
process15. For an American team that is a franchise, taxation and political state legislature might 
play a role in relocating a team to another state in another part of the country. This is not relevant 
for teams in the BL, as they cannot just relocate to another part of the country since most of the 
organization, both players and managers are volunteers or part time workers, and would not be 
able to move with the team. Therefor a large analysis of the political and legal factors would not 
be important to these teams. The same is the case for a factor like physical environment that is 
usually included as an external factor. Physical environment refers to the natural world, for 
example climate, which would not really change no matter where the BL teams were located. This 
factor is then also ignored. After analyzing external contingencies, internal contingencies should 
be investigated. Most of the internal contingencies are something that is already set in stone by 
these teams. The vision and mission are not of interest for this paper, as they are long-term 
internal factors, which are for the clubs to decide on. They can be found on the websites of the 
teams16. The culture, strategy, objective, and marketing goals are of interest for this paper. After 
external and internal contingencies have been considered, the planning of the sports marketing 
                                                
13 Shank, M., p. 27 
14 Ibid 
15 Shank, M., p 39 
16 For access to vision and mission for the teams, go to http://www.cphwolfpack.dk/ & http://sisu.dk. 
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process starts. Based on the findings from the external and internal contingencies a SWOT 
(Strength, weaknesses, opportunities and threats) analysis should be performed assessing the 
internal strengths and weakness, in addition to the external opportunities and threats. After this 
comes understanding consumers needs and market selection decisions and finally the marketing 
mix decisions consisting of the four P’s follows. The research questions of this paper will attempt 
to cover the analysis of these areas. The process is explained in the operationalization chapter.  
2.1 Design 
Figure 2-1 
 
 
2.2 Operationalization 
- What can be said about the Copenhagen basketball market in relation to modern sports economic 
theory?  
In order to gain sufficient knowledge on the theoretical economic mechanisms that influence 
sports teams and markets, a sports economics review will be performed in this chapter, in order to 
put the situation of the Copenhagen teams into a theoretical perspective and framework in the 
following chapter. Answering this research question is considered as the analysis of the external 
contingencies as seen in Figure 2-1 which means that competition, demographics and culture will 
be analyzed in a micro economic review. The used theory will be sports economic theory, as 
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presented by multiple authors within the field of sports economics literature17. Data for this will 
be gathered from secondary sources along with additional basketball related knowledge, which 
will be provided by Rasmus Winkel.  
 
- How does the lower tiered teams see their own situation and how do they attempt to attract 
spectators? 
This chapter will investigate the views of managers from lower tiered teams in order to analyze 
the internal contingencies for the Copenhagen BL teams. The data will be gathered through semi-
structured interviews with managers from two Copenhagen teams. The reason for only doing two 
in person interviews is that most lower tiered clubs were identified by Rasmus Winkel as being 
similar in terms of access to resources and organization, meaning that a review of two clubs will 
be sufficient to draw broader conclusions on the subject. The analysis will focus on the marketing 
goals and objectives for the teams, the strategy and culture. Vision and mission is usually long 
term concepts that the organizations have decided on internally, and since this paper is more 
focused on improving the enhanced product, which relates more to marketing and external 
contingencies, the vision and mission is not of high importance for this paper. 
  
- Is the marketing and branding of the lower tiered teams effective? 
This chapter serves as the analysis of consumer needs and target market selection in the strategic 
sports marketing process. The planning of the strategic sports marketing process starts with 
market research on consumers needs. According to sports marketing theory, market research 
should provide answers to questions revolving around topics like fan interest in specific sports, 
trends and changes in the sports marketplace, identifying potential lucrative market segments and 
sports participation for instance18. The research objective for this paper is to investigate these 
topics and information will be gathered through the sports economic analysis of the Copenhagen 
market, and through the interviews and the online survey. 
Sports marketing theory advocates using a descriptive design for clearly defined problems19. 
Since there is already knowledge about the struggles of the Copenhagen BL teams a descriptive 
approach was the obvious choice. A descriptive approach provides information about the 
characteristics of a targeted group, which in this case was the Copenhagen basketball market, 
especially those who are not involved with BL teams. It is an early hypotheses for this paper that 
teams from the lower tier of the BL does a solid job of recruiting people who are members of the 
                                                
17 Fort R.  
Sandy, R., Rosentraub, M.S. & Sloane, P.J., “The Economics of Sport – An International Perspective”, Palgrave Macmillan, 2004. 
Downard, P., Dawson, A., & Dejonghe, T., “Sports Economics – Theory, Evidence and Policy”, Butterworth Heinemann, 2010.  
18 Shank, M., p. 74 & 77 
19 Shank, M., p.83 
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club, but fail in attracting other fans from the basketball subculture in Denmark. Sports marketing 
theory and sports economics theory stresses that for sports attendance two different markets exist: 
spectators and participants20 . Participants can be seen as those who play basketball at a 
recreational level or engage in the sport in other ways, and would likely be interested in becoming 
spectators for a chosen league, in this case the BL. The theoretical relationship between spectators 
and participants is expressed in Figure 2-2, where the black circle represent all current spectators, 
and the blue circle represent all basketball participants. The circles combined can be viewed as all 
potential spectators within the participant and spectator markets. This means that the more of the 
blue circle that falls outside of the black, the more potential spectators are being missed out on.  
Figure 2-2 
 
There will always be some participants that do not become spectators. For instance some people 
only like to play a sport, not watch it. The important thing however is that the hypothesis about 
this theoretical relationship for the Copenhagen BL teams is much different than the general one 
seen above, and that a large amount of the spectators are members of the clubs, leaving out a 
significant amount of potential spectators since the other basketball participants in Copenhagen is 
perhaps not being reached. The hypothetical relationship can be seen in Figure 2-3 where the 
black circle represents BL Spectators and consists mainly of the clubs members, and the blue 
circle represents basketball participants in Copenhagen. The blue circle is more uncovered than 
for other theoretical sports meaning that a large amount of possible spectators are not being 
targeted and attracted to the games.  
                                                
20 Shank, M., p. 139 
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Figure 2-3 
 
These basketball participants could be people who are fans of the world’s best league, the 
National Basketball Association (NBA), people who play in other clubs than those with teams in 
the BL, or people who play street ball21 for fun, and in these ways participate in the basketball 
subculture. An online survey will be performed, and will feature people from these subcultures in 
order to investigate whether they have heard about the BL and its teams, have attended games and 
other topics that could potentially show whether the Copenhagen BL teams are reaching these 
people, and whether they actually should. In this way this chapter represents the analysis of 
consumer needs and market selection decisions. 
 
- From a marketing and sports economics theoretical standpoint, what steps can the lower tiered 
teams take to improve their situation? 
This chapter takes into consideration the findings of the previous chapters, and based on these 
performs the classical marketing analysis of SWOT (Strength, weaknesses, opportunities and 
threats) and analysis of the marketing mix decision, also known as the four P’s: Product, price, 
promotion and place22. In sports theory, organizations should perform SWOT based on internal 
strengths and weakness, and external opportunities and threats23. As the internal and external 
contingencies will be analyzed through the first chapters of this paper, the SWOT analysis is then 
done based on these findings in order to guide the strategic marketing process and marketing mix 
decisions. The four P’s will then be analyzed. The product consists of three dimensions, branding, 
quality and design24. The branding refers to the ways an organization attempts to differentiate 
their product, through the product name, logo design or other tools. The purpose of branding is to 
                                                
21 Streetball is an open entry outdoor particular style of basketball played around the world. Copenhagen and other cities have also created indoor 
streetball courts, whereby members can join at will, in this way streetball has its own set of rules and play style that is different to organized 
basketball. 
22 Shank, M., p 211 
23 Shank, M., p. 66 
24 Shank, M., p. 229-230 
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get consumers to be loyal to your brand, which is done by building brand awareness to get 
consumers to recognize and remember the brand. Quality and product design in the sports world 
can be seen as the composition and quality of the team25. Promotion involves all forms of 
communication with possible consumers, and for sports the purpose of promotion is to build 
brand loyalty, develop an image and position the brand26. The promotion mix consists of 
advertising, personal selling, sales promotion and public relations27, and these will be analyzed, to 
see what promotion tools the Copenhagen BL teams should use. Price refers to the price a team 
should set, and it is influenced by external factors like per capita income, fan preference for the 
sports and competition, which will be analyzed in chapter 3. Price is also influenced by internal 
factors like the objective of the organization and the other elements of the marketing mix, so the 
knowledge gained from the interviews will also influence this analysis. The last P is 
place/distribution, which refers to geographical location, the stadium/arena for the team, where 
tickets are distributed from, and where the games are played. 
Through the analysis of the four P’s the hope is that the knowledge created will lead to possible 
guidelines for what strategic markets the Copenhagen BL teams should focus on and what tools 
they can use to improve their enhanced product by increasing attendance. 
2.3 Epistemology and Ontology 
This paper will take the stance of critical realism. It was the thoughts of Roy Bhaskar that led to 
the development of critical realism which “accepts neither a constructionist nor and objectivist 
ontology” but sees the social world as a concept that is reproduced and also transformed in our 
everyday life28. It combines a realist ontology with an interpretive epistemology, meaning that a 
real world exists, but our knowledge of it is constructed and is capable of being wrong29. Critical 
realism is primarily an ontology, at least more than it is an epistemology30. It cannot show us how 
the truth is found, it accepts the interpretive epistemology but also claims that the object of study 
exists in a layered reality.  Critical realism thus views social phenomena as being produced by 
mechanism that are real, but they are not “directly accessible to observation” and can only be 
perceived through their effects. For social researchers, the objective is then to constitute 
hypotheses about these mechanisms and investigate their effects. The mechanisms this paper will 
seek out and attempt to analyze are the ones that result in certain teams from the BL performing 
poorer in terms of both the main and enhanced product than others (the effect), despite being in a 
bigger market. This paper will generate most of its primary data through qualitative methods, 
                                                
25 Ibid 
26 Hunter, J., & Schwarz, E., p. 214 
27 Shank, M., p. 263 
28 Bryman A. “Social Research Methods (4th Edition),” OUP Oxford, 2012, p616 
29 Bygstad, B., & Munkvold, B.E., “In Search of Mechanisms. Conducting a Critical Realist Data Analysis”, 2011, p3. 
30 Bygstad, B., & Munkvold, B.E., p12. 
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mainly semi-structured interviews. According to Kvale31 interviews are an attempt to create an 
understanding of the lifeworld that the interviewee resides in, which can lead to analyzes of the 
mechanisms and meanings of this world. This methodological approach thus aligns well with the 
epistemological and ontological stance of this paper.  
2.4 Data Collection 
Both qualitative and quantitative data will be used and collected to explore and answer the 
problem formulation. The paper uses a mixed methods approach, as a “research strategy can be 
enhanced by using more than one way of measuring it”32. 
The BL is a highly unexplored academic field, and very little data is publicly available through 
books, databases or other online sources. This paper will collect qualitative and quantitative data 
through semi-structured interviews, and an online survey, and this data will be analyzed with 
acknowledged theoretical frameworks within sports economics and sports marketing. The survey 
will make a point to investigate the findings from and related to the interviews, meaning that the 
quantitative data is based on, and related to the knowledge from the qualitative data. This creates 
a triangulation, which according to Bryman implies that the findings from one investigation to 
which a specific research method is associated, is cross checked against the findings from another 
investigation with different research methods33. 
2.5 Primary Data 
2.5.1 Qualitative data 
Two semi-structured interviews will be conducted with managers from the two Copenhagen 
clubs, Copenhagen Wolfpack and SISU basketball (Gentofte). The respective managers are 
Tommy Nielsen (Wolfpack) and Ole John Nielsen (SISU). Kvale described the semi-structured 
interview as something that enables both the interviewer and the interviewee to discuss their 
opinions, views and interpretations of the world they live in, and gives a chance to present how a 
certain situation is perceived from ones own point of view34. This is a good fit in relation the 
choice of scientific theory, as it will be way to gain understanding of the mechanisms that create 
social phenomena, in this case the struggle of the Copenhagen teams in the BL. The interviews 
will focus on gathering sufficient data to answer the second research question35 and thus 
investigate the actions of the lower tier teams, and their motives for using the methods they do. In 
semi-structured interviews questions may not follow in the exact order the researcher has planned, 
                                                
31 Kvale, S, “InterViews”, London: Sage. 1996 
32 Bryman, A., p635 
33 Ibid 
34 Cohen, L., Manion, L., Morrison, K., ”Research Methods in Education”, 5th ed., Routledge Falmer, 2000,  
35 How does the lower tiered teams see their own situation and how do they attempt to attract spectators? 
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and new questions may arise during the interview as the researcher attains new information from 
the interviewee36. This research method seems tailor made for this particular problem. As 
mentioned, little information on the BL and its teams is available so any information would seem 
to be relevant and worth considering. A guide for the interviews will be essential, and will follow 
the outlined topics of market position and marketing, but the managers will be allowed to talk 
freely in order to gather as much knowledge on the topic as possible. 
The limitations and general criticisms of this research method is usually that it requires interview 
skills, that it can be difficult to generalize the findings and that the validity can be questioned as 
interviewees could possibly feel threatened by questions and lie in order to avoid personal 
embarrassment37. In regards to this paper, all limitations seem fairly covered. The interviewer 
already has experience with interviewing managers from the BL38, which should lead to a relaxed 
environment without tension for all participants. Furthermore it is the objective of this paper to 
create knowledge that can help the Copenhagen teams in their attempt to provide a better 
enhanced product. This should lead to openness and honesty in the interviews, although there is a 
chance that interviewees will be reluctant to share information that could make their work look 
bad. Lastly the findings will be hard to generalize, but the manager of the BL, Rasmus Winkel has 
stated that most Copenhagen teams are generally alike and that any conclusion drawn from new 
information on those clubs would be helpful. This adds validity, as Winkel is an expert within the 
field.   
2.5.2 Validity of qualitative data 
Validity is an assessment of what the results can be used for39. The fact that it has been deemed 
plausible to generalize findings from two lower tiered BL teams by an expert within the field 
helps add validity to the interviews and thus the qualitative findings of this paper. It would be 
better to conduct interviews with all teams from the league to learn as much as possible, but a lack 
of time and resources make this unrealistic. The research can however still be fruitful. There are 
also plenty of good reasons for the interviewees to answer truthfully and reliably as the intention 
of the research is to help them, not single them out.  
Triangulation will add validity to the qualitative findings, as incorporating them into the 
quantitative data collection will lead to greater completeness40.  
                                                
36 Bryman, A., p635 
37 Somekh, B., & Lewin, C., “Theory and methods in social research”, 2nd ed., Sage 2012, p. 61. 
38 Dossing, J. & Hoyer, D., “Pursuing Professionalism in the Danish Basketball League”, Roskilde University, 2014, p. 44-45 
39 Olsen P, Pedersen K. p195 
40 Bryman A., p. 633 
 16 
2.5.3 Quantitative data 
This paper will gather quantitative data with an online survey. The goal of the survey will be to 
investigate the findings from the interviews within the Danish basketball subculture (the 
population) that is not directly affiliated with teams from the BL. The survey will be distributed 
through online forums to a sampling frame consisting of members of CBS Sport, DTU sport, USG 
sport, GAM3 Copenhagen and Danish fans of the National Basketball Association (NBA), which 
are not related to the BL. Most of these organizations are popular within the basketball subculture 
in Denmark, so their opinion and knowledge about the BL in relation to the findings from the 
semi structured interviews will be interesting. This is one of the strengths of this research method 
according to Bryman as a large amount of participants can be reached through e-mail or other 
online platforms41.  
The main themes that will be investigated are the marketing of the BL teams, and the respondents’ 
relationship with basketball, both in terms of playing and as a form of entertainment. The survey 
will be build through the advised steps from “Asking Questions – The Definitive to Questionnaire 
Design – For Market Research, Political Polls, and Social Health Questionnaires” 42. Bryman 
mentions a number of advantages and disadvantages of online data gathering43, for instance the 
participants do not have to spend transportation time to attend an interview or focus group, and 
they are provided with a safe and familiar environment when they take the survey, as they can do 
it at home whenever it suits them. Furthermore a big and relevant strength in relation to this paper 
is the time it saves the researcher. There is no need to transcribe, or record the answers, and data 
analyzes is simple as the data can usually be analyzed through the survey site, or entered into 
statistical programs that can run test on the results. For a project facing a time constraint like this 
one, this is a key factor. In terms of disadvantages and limitations, low response rates in 
comparison to other data collection methods and restrictions on the control of the sample 
population are mentioned, along with the fact that the researcher cannot help if the interviewee 
has doubts or is confused about particular aspects of the survey.  
For a relatively small survey like this one, which does not aim at uncovering questions for the 
entire Danish population, but only for those involved in the Danish basketball sub culture, the low 
response rate could become a problem. However, the goal of this survey will be to get between 
50-100 respondents from the sampling frame. The fact that the researcher cannot help respondents 
with questions means that a clear and easy to use survey must be produced to help respondent 
provide feedback that can be viewed as valid findings. 
                                                
41 Bryman A., p. 666 
42 Bradburn,  N., Wansink, B. & Sudman, S.: Asking Questions – The Definitive to Questionaire Design – For Market Research, Political Polls, 
and Social Health Questionaires, 1st ed. revised, Jossey-Bass, 2004, p. 5. 
43 Bryman A., p. 666-667 
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This is a quota sampling44 as the category and number of people who should answer the survey 
has been decided and it is the job of the interviewer to select people who fit these categories. The 
people who fit these categories have been determined in cooperation with the DBBF as being a 
relevant and representative sample for this research. It would be impossible to quantify who are 
basketball fans, and/or who plays in clubs with no BL affiliation (remember that players often 
change clubs, and thus might have had BL affiliation earlier in their lives) so the selected sample 
have been thoroughly thought of. Anybody from these groups will fit the category and thus be 
acceptable respondents. It has been harder and harder to get people to answer social surveys in 
recent years45, so any response for a small non-budget paper like this one will be viewed as a 
positive. The questions from the survey will ask the respondent to ranks certain factors with 
ordinal or nominal variables. Ordinal variables means they can be ranked, but the difference 
between enjoying watching basketball highly and very highly cannot be measured, although very 
highly can be ranked above highly. Nominal variables cannot be ranked in this way46. 
The factors that will be investigated will be determined upon conclusion and analysis of the semi-
structured interviews, but it could be factors like whether the respondents know of teams from 
Copenhagen and if they have noticed local advertising.  
The used variables that will be analyzed in the SPSS statistical software will be nominal and 
ordinal variables. Possible associations or relationships of these can be explored through the use 
of contingency tables, chi square tests, and Cramer’s V 47 . These are the recommended 
measurement tools for analyzing the associations and relationships of nominal-nominal or 
nominal-ordinal variables48. For the association and relationships of ordinal-ordinal variables the 
Spearman’s rho will be used49. The closer the correlation coefficients are to 1 the stronger the 
relationship, the closer it is to 0, the weaker the relationship50. Spearman’s rho can be both 
positive and negative meaning a value of -1 would show a strong negative relationship between 
two variables51. For this paper, these coefficients can be used to examine relationships, for 
example between a lack of visible marketing from the BL according to respondents, and a lack of 
basketball fans not going to BL games would be an interesting finding. It is important to note that 
the correlation coefficients only show a relationship, and not causality. It cannot be generalized 
that one factor is leading to the other, as it could actually be the other way around. The survey will 
thus focus on finding possible relationships between the success or limitations of the lower tiered 
BL teams strategy to attract more spectators, and the knowledge and opinions of people from the 
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Danish basketball subculture that are not affiliated with the BL, and possible explanations for why 
these fans are not watching the BL. 
2.5.4 Validity of primary quantitative data 
In order to establish face validity, Rasmus Winkel will evaluate the survey as he is an expert in 
the field, and a pilot test of the survey will be run. These are both steps recommended by 
Bryman52 in order to establish face validity. The pilot testing will help ensure that the survey is 
measuring what it is supposed to measure, and that it works and does not create confusion for the 
participants.  
2.6 Secondary Data 
As mentioned, not much secondary data on the BL exists. The main secondary data that will be 
used is the mentioned previous work done on the BL, along with inside data shared by the BL. In 
addition, quantitative data from statistical databases on broader topics like “sports attendance” 
will be used if they include, or have relevance for the BL. Additional data from the theoretical 
textbooks used for this paper could also have relevance for the sports industry as a whole, and will 
be used if necessary.  
2.7 Methodological Challenges and Limitations 
The main methodological challenges for the chosen methods will be the time constraint. Both 
interviews and surveys are mentioned as being time challenging in many ways. The relatively 
short time frame for this paper, along with it being a one person project, will further complicate 
these matters. Planning will be essential, and the survey must be prepared in a timeframe as close 
as possible to the interviews. Other challenges include possible rejection of interviews by the 
managers from the BL teams, but as this research paper is conducted in co-operation with the BL, 
a form of legitimacy is present, leading to a high probability that managers will take part in the 
interviews. The objective of the paper is also to help these teams with useful knowledge, so 
rejection of the interviews is not deemed to be likely.   
2.8 Fundamentals of Sports Economic Theory 
Before starting the analysis with answering the research questions, it is important to explain the 
sports economic theory. Sports marketing theory has already been presented, but as part of the 
framework for analyzing the marketing mix decisions, micro economic analysis needs to be done, 
in order to provide information on the external contingencies. The theoretical framework is 
presented in numerous sports economics book53. 
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The economic theory of demand for sports and big markets is important, but before it is 
introduced the fundamentals of sports economic theory needs to be established.  
According to sports economic theory scarcity makes the economic world go around. It leads to 
rationing of the scarce resources, which leads to competition over the rationing of these scarce 
resources. This is called the economic trinity and applies to the world of sports54. The scarce 
resource of sports according is all the characteristics of the sports product, meaning the beauty of 
athletic prowess, absolute and relative team quality, the commonality that sports provide, and the 
thrill of victory55. Furthermore the enhanced product also includes the overall entertainment of the 
games, so this factor is also included since it has been deemed essential for the BL as a product.  
2.8.1 Athletic prowess 
Athletic prowess refers to the grace and beauty that elite level athletes display56. It can seem 
impossible to fans and spectators to do the things elite level athletes are capable of, and that is one 
scarce resources.  
2.8.2 Quality of the teams and competition 
Another is the quality of the teams and competition57. There are two kinds of quality, absolute 
level of quality and relative level of quality. The absolute level of quality refers to the difference 
between the level of higher leagues and lower leagues. Some leagues have paid professionals and 
offer more absolute quality than an amateur league for instance. Once the absolute level of quality 
is determined, the relative level of quality then refers to the competitiveness of a team within a 
league. It could for instance be a championship level team, or a team in the bottom of the league. 
Furthermore the relative competition is something that distinguishes sports event from other types 
of traditional entertainment like watching television, going to the movies or a concert. It is a 
hypothesis in sports economic theory that fans want their team to win in close games. This is 
called the uncertainty of outcome hypothesis58. No matter what the absolute level of quality is for 
a given game, fans will still care deeply about the competition. The fact that no one can be fully 
capable of knowing who will win the game is part of the attractiveness of sports as a form of 
entertainment. The closer the chances are to the outcome of the game being 50-50, rather than 99-
1 for instance, the more attracted fans will generally be. 
This is why competitive balance is mentioned as being essential in sports economic theory59. It is 
a unique feature, which will be discussed when the sports economic theory is applied to the BL 
later in this paper. 
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2.8.3 Commonality 
Commonality refers to the coverage of sports, which provides a bond between people60. Most 
people have probably heard “yesterday’s game” being debated at work, in class or another place. 
This common understanding and discussion of sports is a scarce characteristic.  
2.8.4 Winning 
Winning is closely related to competition. Fans of a home team gains utility and satisfaction when 
a rival team is defeated according to sports economic theory61. It is an important feature of sports 
economics as it can be seen as closely connected to the characteristics that influence demand for 
sports. Winning is not necessarily the most important thing to fans, some just enjoy the beauty of 
the game, the commonality, or the absolute or relative quality. All the scarce factors influence the 
way people consume sports. 
2.9 Demand in Sports Economic Theory 
Demand in sports can use the same theoretical framework that is usually used to examine the 
demand for goods by consumers62. In the case of sports, consumers are utility maximizing sports 
fans that demand professional team sports. The quantity demanded is seen through attendance at 
the games63. However, the BL is in a unique situation, which was discovered during previous 
interviews64. Both Rasmus Winkel, along with several team managers, mentioned that a high 
amount of free tickets are distributed, and the demand then cannot simply be analyzed by looking 
at attendance and price, as that price varies greatly since some people are let in for free and others 
have to pay. Due to this, doing extensive research on the amount of tickets demanded at a given 
price would not reveal the whole story. Winkel has stated that the most important thing for the 
league is continued attendance growth, which is a part of improving the enhanced product, as that 
will help attract more local sponsors, and possibly a national sponsor, which would be a big step 
for the league. Therefore, the analysis that can generate new and important knowledge for this 
paper in terms of the sports economic position of the lowered tiered Copenhagen BL teams is 
analysis of demand shifters. Demand shifters are factors that are not price, but still influence 
demand65. The reviewed literature on sports economic theory lists mostly the following factors: 
preference, income, price of other goods, population, and familiarity with the game66. These will 
be analyzed after a brief introduction on the advantages of being in a big market. Supply and 
market form will also be considered, however supply theory in sports is a difficult task to 
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perform, because the supply structure is complex and there is a shortage of detailed theoretical 
and empirical work done on this67. Furthermore, most supply theory within sports puts emphasis 
on leagues controlling supply within specific markets by granting exclusive territorial rights to 
teams68. This is done in the major American leagues, but these are closed leagues where the teams 
are franchises. The league controls whether teams can exit or not, and thus controls the supply. 
For the BL the situation is different as it is an open league. Every year teams are relegated and 
delegated, just like the system most people know from the European soccer. The BL cannot 
control which teams are in the league, and what cities they are in. They can create guidelines and 
rules for the teams, but not entirely control where they are located. Doing extensive supply theory 
on the Copenhagen BL teams is then not necessary, especially since this paper is primarily 
concerned with creating knowledge on what the Copenhagen teams can do to increase their 
product for sponsors by increasing attendance. The Copenhagen teams can’t do a lot in regards to 
supply. The league sets the amount of games played. A brief supply and market form section will 
still be included, as it does play a role, and even though teams are not able to influence these 
factors, understanding them and their role are still important in regard to the Copenhagen market.  
2.10 Big and Small Markets in Sports Economic Theory 
Theoretically teams in larger geographical markets in terms of population will have an advantage 
over teams in smaller markets as more people lead to better opportunities for higher demand69. 
More demand means more potential fans/customers, and likely more businesses that could be 
potential sponsors. More fans theoretically also increases the chances of sponsors being willing to 
align themselves with, and contribute to, a sports team as it means more potential customers for 
them. It is also important to note that teams from large markets win more often than teams from 
small markets, and one of the reasons are the higher revenues that big market teams have the 
opportunity to earn for any given level of quality70. This leads to big market teams buying more 
talented players, as they can earn higher revenues from those players than a small market team 
could. This can be seen in Figure 2-4 below which shows theoretical marginal revenue function 
for a small market team, and a large team. Assuming that teams produce wins for fans, the x-axis 
measures winning percentage from 0-1. Winning percentage is calculated by dividing number of 
wins with number of total games71, and can then never eclipse one, as there can never be more 
wins in a league, than number of games. 
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Figure 2-472 
 
It can be seen that for all levels of winning, the small market team (!"!) has lower marginal 
revenues than the large market team (!"!). This shows the way large market teams typically 
have market power over small market teams in a sports league, and why many leagues uses 
different revenue sharing tools to rectify this. As mentioned, the uncertainty of outcome 
hypothesis, states that fan interest will decrease if the competitive imbalance is large, and this will 
result in decreases in revenues. Competitive imbalance is one of the identified hindrances for the 
BL and its possibilities for future growth73, but the interesting part was that the big market teams 
from Copenhagen were struggling, while the teams from the smaller markets were doing better. 
This is what led to the interest for further investigation. Introducing the basic sports economic 
theory in this paper is essential for fully grasping this specific problem and analyzing it. The 
current situation of the BL is reversed in comparison with typical big market vs. small market 
theory, as the Copenhagen teams are the ones in the lower tier that leads to competitive 
imbalance. Therefore investigating whether Copenhagen can even be described as a big market 
for basketball is the first step for ultimately moving forward with answering the problem 
formulation of “How can the identified lower tiered Copenhagen teams of the Danish Basketball 
league, the BL, improve their enhanced product to ensure an overall homogenous and unified 
product for the league as a whole?” 
3 External Contingencies - Sports Economic Copenhagen Review 
 
This chapter will answer the first research question by using the theoretical sports economic 
framework described above to analyze the Copenhagen basketball market. In the contingency 
framework this is the analysis of external contingencies.  
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3.1 Analyzing Scarce Resources and Demand for the Copenhagen BL Teams 
This section will analyze the product of the Copenhagen teams through the presented theoretical 
framework for scarcity and demand.  
3.1.1 Athletic Prowess and the Absolute and relative team quality 
These two scarce resources can be analyzed together. The Copenhagen teams of the BL have a 
product that features athletic prowess through the basketball games. Basketball is a sport that 
features speed, high intensity and pace, high tactical elements, high degree of technical difficulty 
and athleticism74. The absolute quality of the BL is the highest for basketball in Denmark. The BL 
is the best league75 and the only one that is regularly on television. The league is a semi-
professional league, as not all players are being paid or a full time employees. In this way it 
differs from the best handball and soccer leagues in Denmark, were almost all players are full 
time professionals76. The BL does however offer the best absolute quality within the Danish 
basketball market, but if that market is compared to soccer or handball, two of the largest sports in 
Denmark, it is clearly much smaller, just like the absolute quality is lower. The relative quality of 
the Copenhagen teams is however not a strength. The Copenhagen teams have struggled in the 
standings the last decade. The last time a team from Copenhagen made the finals was in 2005, and 
since then only 2 other teams from Copenhagen even made it to the semifinals77. The Hørsholm 
79ers did it twice in 2008 and 2010, and BK Amager did it in 2006 and 2008, however, BK 
Amager is no longer in the BL as they have moved down into the 1. Division, which is the second 
best league in Denmark. This means that only one of the current Copenhagen teams has made it in 
into the semifinals in the last nine years, and it only happened twice, and has not happened the last 
four years. This shows that the relative quality of the Copenhagen teams is poor, compared to the 
rest of the league. As mentioned earlier, teams with higher revenues can purchase more talent, 
which is worth more to them. This leads to more winning for the high revenue teams, and 
competitive imbalance. The four Copenhagen teams have the lowest budgets, and most of the top 
teams have revenues that are about three to ten times higher as can be seen in Figure 3-1 below78. 
In addition Rasmus Winkel has estimated that these difference are still growing, with about 10% 
per year, meaning that the competitive imbalance is also growing. If one or more of the same 
teams dominates the competition, many fans will lose interest according to sports economic 
theory, and this is one of the hindrances of the BL. As the league has been identified as a two 
tiered league both in terms of on court and off court performance, and the gap is increasing, this is 
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a huge problem, and major weakness for both the BL, and the Copenhagen teams. One of the 
ways to improve the relative quality of the Copenhagen teams is as mentioned to improve 
attendance to create a better enhanced product for sponsors and television. This will lead to more 
profits, which can then be invested in talent, which theoretically should improve the relative 
quality of the Copenhagen teams. 
Figure 3-1 79 
 
3.1.2 Commonality and winning 
Winning is of course closely related to relative quality, which has been deemed poor for the 
Copenhagen teams. The struggles with performing well in the playoffs have been documented, 
but the struggles also apply to the regular season. If BK Amager is not taken into consideration, 
no Copenhagen team has finished the regular season in the top 2 since 200480 if BK Amager is 
excluded, and only the Hørsholm 79ers and SISU have come in third, in 2010 and 2005 
respectively. SISU came in 4th in 2013 and 2010 and 3rd in 2005, and Hørsholm came in 4th in 
2011. The winning and relative competition is then a weakness on a game to game basis, and also 
in the bigger picture of a whole season. Commonality is hard to apply to basketball since it is a 
small sport in Denmark, with a short and weak cultural history. However, the commonality is 
improving, as can be seen in the overall growth of basketball in Denmark. Data highlighting this 
will be explored in the demand shifters section below. The perhaps strongest indicator of 
improvement in commonality for the BL, is the fact that DK4 started broadcasting BL games on 
national television seven years ago, and that TV2 has just bought the rights to broadcast the BL 
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from 201581. This leads to higher exposure and visibility of basketball for all people in Denmark, 
and thus leads to higher commonality. 
With this analyzes of the scarce resources of the BL, we can now look at the factors that influence 
demand asides from price and quantity demanded, the demand shifters. As stated earlier, it would 
be hard to analyze the relationship between price and quantity demanded due to the high amount 
of free tickets that are distributed. Managers from the teams have previously mentioned that while 
they do not want to take value away from their product, they are primarily concerned with getting 
people to the gym in order to build a good enough product that can later be charged at a more firm 
price82. The focus of this analysis is then on the demand shifters. 
3.2 Demand Shifters for the BL 
The identified demand shifters within sports economic theory were population, preference, 
income, price of other goods, and familiarity with the game, the teams and its players83. This is 
applied to sports, so population is the population of the markets the teams are in, preference can 
be seen as fan preference, income as fan income, price of other goods is the price of other live 
sports events, and familiarity with the game is related to commonality and fan preference. 
3.2.1 Population of the BL Markets 
To analyze the population of the BL markets, a statistical overview of the municipalities that have 
BL teams will be created. As a population increases, so does demand84, so a high population, also 
in relation to size of the area, will mean that a market is big. Copenhagen is the largest 
municipality by far in Denmark, with a population of 579.513 people living within 86.2 km285.  In 
comparison, Århus has the second largest population of 326.676 but covers an area of 467,7 km2. 
If we look at municipalities that has a BL team within its borders, we can create the following 
figure: 
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Figure 3-286 
 
It is evident that the municipalities with the highest population densities are all affiliated with one 
of the four Copenhagen teams, except for Furesø, who has a slightly lower population density 
than Århus. Looking at population density is important, as the population alone only shows the 
amount of people in an entire municipality. However if the area size of that municipality is large, 
fans will theoretically have to travel greater distances to attend games, meaning that areas with 
higher population density will often have an advantage in terms of drawing a live audience. As 
people are not prohibited to only watching teams from their own municipalities looking a bit 
broader might help in evaluating Copenhagen as a market. In order to see things on a larger scale 
were other municipalities are taking into consideration, we can divide Denmark into 5 regions 
consisting of Hovedstaden (Capital area), Sjælland, South Denmark, Mid Jutland and North 
Jutland. Værløse, Copenhagen Wolfpack, SISU and Hørsholm would be in the Capital area, 
Næstved in Sjælland, Svendborg in South Denmark, Horsens, Randers and Bakken in Mid Jutland 
and Aalborg in North Jutland.  
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http://www.statistikbanken.dk/statbank5a/selectvarval/saveselections.asp 
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Figure 3-387 
 
As we can see the population density, and overall population is still far higher in the Capital area 
than in the rest of the country. That means that both as a municipality, and as a larger area 
Copenhagen and its surroundings can be viewed as a big market in terms of overall population. In 
research done by the DBBF it was estimated that of the people attending basketball in Denmark, 
61 percent were males, the average age of the spectators was 25.6 year old, and that the league 
and its teams should focus on younger people as possible spectators, meaning people within the 
age frame of about 10-40 years88. The population for these groups in the five regions shows that 
the Capital area has superior population within the demographic group of people age 10-40 as 
seen in Figure 3-4, also if they are males. All three age groups have at least around 20% more 
males or females of the given age living in the Capital area, showing that the specific age group 
Basketball is most likely to draw attention from, also fits within the model of Copenhagen being a 
big market, relative to basketball. 
Figure 3-489 
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3.2.2 Fan Income 
Income changes demand, as it allows fans to follow their preference90. From Figure 3-2 we can 
see the per capita income for the different municipalities with BL teams. The per capita data was 
not available for regions. The per capita income for the Copenhagen municipality was 192.230kr. 
However most of the teams are not directly connected with this municipality, so looking at the 
larger Copenhagen area will be more useful. For the Copenhagen area (not the municipality) the 
per capita income is 200.426kr, and if we look at the greater Copenhagen area the number grows 
to 231.198kr91. For the Copenhagen area the number is about even with Århus and between 1-5% 
greater than the other areas that has a BL team. For the greater Copenhagen area the number is 
even bigger, as it is around 14% higher than for Århus, and almost 20% higher than Randers and 
Aalborg for instance, who has the lowest per capita income. The fan income in Copenhagen can 
then also be seen as a positive, and further proof that Copenhagen is a big market also in relation 
to basketball. If we look at fan income in relation to the different age groups, we can see in Figure 
3-5  that Copenhagen and its greater area rank right around average or slightly above average for 
most of the age groups. Fan income in Copenhagen overall and also within the specific age 
groups, targeted by the DBBF as possible spectators, then supports the notion of Copenhagen 
being a big market, also for basketball. 
Figure 3-5 92 
 
3.2.3 Fan preference and Familiarity with the game 
Having the greatest population and the highest income does not always lead to the highest 
demand. In sports, fan preference and familiarity with the game affects demand as well. Fan 
preference for a specific sport is hard to measure, but sports economic theory suggests that a 
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http://www.statistikbanken.dk/statbank5a/selectvarval/saveselections.asp 
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populations experience with the sport plays a role93. The fan preference of basketball is small in 
Denmark as a whole. Other ball team sports like soccer and handball post nationwide membership 
numbers of 329.995 and 109.706 people, compared to 10.806 for basketball94. This is partly due 
to the history and culture of these sports in Denmark, which relates to the familiarity with the 
game. The DBBF started in 195195, while the soccer and handball unions, Dansk Boldspil Union 
(DBU) and Dansk Håndbold Forbund (DHF), started in 1889 96  and 1935 97  respectively. 
Furthermore, Denmark has produced good international results within soccer and handball 
winning European and World championships, which add validity to the absolute quality of these 
sports. Basketball is struggling in this aspect, with no impressive international results98.  
However there is room for optimism. Basketball has been around the Danish people for a shorter 
time then the other mentioned ball sports, and with the broadcasting of not only the BL on TV2, 
but also the worlds best league, the NBA, chances are that the Danish population will gain more 
experience with basketball, which could lead to a change in fan preference and increased 
familiarity with the game. Sports economic theory suggest that being on the news is as an 
important way to improve familiarity with the game, and with TV2 broadcasting games, this 
should help improve the knowledge of basketball within the Danish population. This does not in 
any way mean that basketball will surpass or even come close to soccer and handball, it is merely 
a statement of possible growth for Danish basketball. Furthermore the BL as a whole is one of the 
fastest growing sports in terms of live attendance in the country. From 2006 to 2012, the amount 
of spectators at BL games increased with 75%, from 54.698 to 95.904 people99. The percentage 
increase was only beaten by men’s handball, which grew 83.7%. This is a good indicator of 
improving fan preference for basketball. The fact that TV2 decided to overtake the NBA and BL 
rights from DK4, also shows that there is belief within a major television channel that there is a 
growing preference among the Danish people for basketball. Another factor that can further 
improve the preference and familiarity with basketball among Danes, is the fact that Denmark 
might soon have its first player in the NBA. Rasmus Larsen is ranked as the number one 
European player born in 1994, and his brother Jacob Larsen is ranked 6th among players born in 
1997100. Players rated this high usually have a good chance at becoming NBA players, and having 
one would be a great way to showcase the sport for everybody, and would create a role model for 
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young Danish people to look up to within the basketball world. In Germany, Dirk Nowitzki 
entered the NBA, and it had a positive influence on all of German basketball101 and the result 
would be the same for Danish basketball if a Dane made it to the NBA. 
Another way to look into the preference for basketball in Copenhagen would be to look at 
membership numbers for the DBBF in Copenhagen, relative to other cities, and even relative to 
other popular sports.  
Figure 3-6102 
 
We again see a higher density for the Copenhagen municipality and teams. However, the largest 
overall market is Århus. If we however considered the members of the greater Copenhagen area 
listed in Figure 3-6 above, we would see that the total amount of members rises to 3.741, which is 
35% of the total amount of DBBF members. The Copenhagen market thus seems large in this 
context as well. Finally a ratio of DBBF members compared to DBU (Soccer) and DHF 
(Handball) has been computed, to see how many DBBF members there are for every DBU and 
DHF member in the respective municipalities. This can only measure the preference for 
basketball in relation to soccer and handball seen through union membership numbers. It cannot 
tell the entire story of basketball preference in Copenhagen, as it only takes active members, and 
not fans into consideration. It can however still be useful in giving an overview of basketballs 
popularity relative to Denmark’s two most popular ball sports. 
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Figure 3-7103 
 
As can be seen the greater area Copenhagen municipalities post strong numbers relative to the 
non-Copenhagen areas. Although the Copenhagen municipality is not particularly strong, the rest 
of the area post numbers that reflect that the number of basketball memberships are around 10-
17% of soccer memberships. For the rest of the country, that number is between 2-8,5%. The 
Copenhagen municipality is not strong with a 5,7% ratio, but if the whole Copenhagen area is 
considered the number increases. The case is the same when you compare basketball to handball; 
outside of Copenhagen all municipalities except for Næstved post ratios of 4-25%. Næstved has a 
strong ratio of 34%. For the Copenhagen municipality the number is 39%, while the rest of the 
greater Copenhagen municipalities have rates of 38%-90%, except for Ballerup and Hørsholm 
who post impressive rates of 137% and 262% respectively. The numbers can be misleading, as it 
also depends on the amount of organizations within the municipality. If Hørsholm only has one 
tiny handball club and several basketball clubs, but the municipality next to Hørsholm has a large 
handball club right on the border, the ratio numbers will be skewed as all of the people from 
Hørsholm will be registered as members of the other municipality. However the aim of these 
ratios numbers is not to show an absolute truth, but simply give an overview over the situation. 
And with most numbers, from population to income to membership numbers looking strong for 
the Copenhagen market the conclusion for the preference section is that Copenhagen has a strong 
preference for basketball compared to other cities in the country.  
3.2.4 Price of other goods 
The price of other goods can be any form of entertainment from opera to live sports104. This paper 
will only investigate some entertainment forms and the live sports market of Copenhagen, which 
includes basketball’s three main live sports competitors, soccer, handball and ice hockey. The 
prices of all Copenhagen teams within the elite leagues will be investigated. The data has been 
collected from official team websites and can be seen below in Figure 3-8. 
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Figure 3-8105 
 
It can be seen that elite basketball is the cheapest of the listed entertainments in Copenhagen on 
average. It has the lowest top price, which is twice as low as the top price for all of the other types 
of entertainment. Handball, ice hockey and soccer all have higher attendance numbers than 
basketball106, which makes their higher ticket prices logical, as the demand for those particular 
events are higher. Judging from the available data, the price for attending live BL games seems 
fair and realistic. Demand as seen through attendance is lower than for other sports, and the price 
is as well. Due to the mentioned high amount of free tickets that BL clubs are distributing, 
combined with the higher prices of its competitors, the demand for the BL can be seen as being 
elastic, as increased ticket prices would likely lead to a fall in demand. It could be theorized that 
since the BL teams hand out a good amount of free tickets according to its managers, the price is 
too high for the product as people are not willing to pay it. However it is unclear whether the BL 
teams distribute more free tickets than teams from the other sports leagues. Most sports teams 
give out free tickets in some capacity, so it is hard to know whether the degree the BL teams 
distribute free tickets is more sufficient than the degree that teams from the other sports leagues 
distribute free tickets. It is thus hard to comment on whether this plays a role at all for the demand 
for tickets at the given prices. 
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All in all the BL has experienced great growth with its spectator as written previously, and 
continued growth and interest for the BL might lead to a possible rise in ticket prices, if the 
demand increases long term. The price of other goods then does not seem to hinder demand as BL 
games are much cheaper than their competitors, and thus further strengthens the argument for 
Copenhagen being a legitimate big market for basketball. A final factor to remember is the hard 
competition in Copenhagen. This can be seen as a substitute problem, as Copenhagen offers more 
elite sports teams than most of the other municipalities with BL teams in it. Svendborg and 
Næstved do have elite teams in other sports, and thus the population of these municipalities might 
demand more basketball due to a lack of substitutes. This is worth remembering, as the 
Copenhagen BL teams face harder competition, which will be a topic of discussion for the 
interviews with the team managers. 
3.3 Supply and Market Structure 
Although the teams of the BL cannot directly control the supply of their product there is still some 
important information available to take into consideration. BL teams play 27 regular season 
games, and if relegation and playoff games are included teams play between 30-44 home 
games107. That means 13 or 14 home games during the regular season, and between one and 11 
home games in the playoffs. The thing to consider here is that the Copenhagen markets supply 
this for four teams that geographically are very close to each other. Even though the Copenhagen 
Wolfpack play home games at three different locations, the longest distance between two home 
courts, for Copenhagen teams is the one between Glostrup (Wolfpack) and Hørsholm, which is 34 
km108. All other home courts are located between 9 and 27 km from each other in Copenhagen109. 
If we look at other teams, the two closest home courts are Randers and Bakken Bears, who are 41 
km from each other, followed by the Bakken Bears and Horsens who have 51 km between them. 
But other than those two, most home courts are at least 80 km apart. Even though we saw earlier 
in the chapter that Copenhagen is a big market, with a high population density, and an above 
average preference for basketball, having such a high supply of games could be a reason for the 
struggles of the Copenhagen teams in terms of attendance. With a yearly supply of around 52-56 
regular season home games, just 9-34 km apart, compared to around 13 games being separated by 
at least 40 km other places in the country, there might be an oversupply of live basketball in 
Copenhagen, especially considering the recent struggles with competitive play by the Copenhagen 
teams. The problem is that the teams and the BL can’t do much about this situation, as the BL 
does not control what teams can participate in the different markets. The only situation where the 
teams themselves could take control would be if they decided to join forces and create fusion 
                                                
107 Dossing, J. & Hoyer, D., p.24 
 
109 All distances measured with Google Maps at https://www.google.dk/maps/ 
 34 
clubs, as was the case with the Copenhagen Wolfpack, which is a fusion of the former BL team 
Falcon, BMS (Ballerup-Måløv-Skovlunde) and Glostrup from the first and second division 
respectively. By combining clubs, supply would be shortened, which would theoretically improve 
demand.  
This relates to the market form. The market form of the BL and its teams depends on how broad 
of a market you look at. If we consider the league one market, it is an oligopoly, as there are few 
competitors and the entry barrier is high as teams cannot just enter the league, but have to move 
into it by winning the lower leagues, which would take a few years, while also demanding a good 
amount of workforce and a large budget. If we consider Copenhagen a sole market, the four teams 
within it could also be seen as working in an oligopoly, but by combining teams, the structure 
could come closer to a monopoly situation where there is only one provider. This would of course 
be a monopoly in a very narrow market within Copenhagen live basketball, so the true market 
power might not reflect the usual power of a monopoly. The possible supply problem might also 
work itself out if the preference and familiarity with basketball in Denmark keeps improving. 
Soccer has three elite teams in the Copenhagen area, and ice hockey has four so it is possible to 
maintain high demand while also having a large number of teams. The key then is not solely to 
lower supply, but simply stay patient and work on continuously improving the knowledge and 
visibility of basketball through strategic marketing efforts. 
3.4 Findings for the External Contingencies 
There are three types of competition, direct competition, substitute competition and indirect 
competition110. Direct competition refers to similar products, which for the Copenhagen BL teams 
are the other Copenhagen BL teams. Substitute competition refers to other products of the same 
nature that can be seen as substitutes. Finally indirect competition for sporting events refers to 
other types of entertainment, like movies, concerts and the opera. As seen the Copenhagen BL 
teams face hard competition, and is currently the weakest product in terms of demand as seen 
through ticket prices and attendance. Demographics revealed that Copenhagen is a strong market 
for basketball relative to the other markets featuring basketball in Denmark, as seen through a 
large population and a high population density, not just for all people but also in terms of DBBF 
members, high amounts of people from the preferred target age group and above average per 
capita income both overall but also within the targeted age groups. The last external contingency 
is culture, and it showed positive signs for basketball in Copenhagen, just like demographics did. 
With a large amount of DBBF members in the region, both overall and per km2, and good DBBF 
to DBU (soccer) and DHF (handball) ratios the people of Copenhagen seems to have a strong 
cultural preference for basketball relative to other markets. At the same time basketball will be 
                                                
110 Shank, M., p. 50.  
 35 
reaching national television through its new deal with TV2 which could further improve the 
overall preference and interest in basketball, so the culture of basketball seems to be a future 
strength compared to now. There did seem to be an over-supply, so the teams could consider 
joining forces in order to shorten supply, and hope that it increased demand. However the 
Copenhagen market was deemed strong, and it would also be possible to wait and plan for the 
strategic window, which the change in preference for basketball seems to be opening. The overall 
external contingencies then provide optimism for the Copenhagen BL teams. 
4 Internal Contingencies – Interviews With BL managers 
In order to evaluate the internal contingencies like strategy, culture, objectives and marketing 
goals of the Copenhagen BL teams, semi-structured interviews were performed with two 
managers from two of the Copenhagen teams. The interviewees were Tommy Nielsen from the 
Copenhagen Wolfpack and Ole John Nielsen from SISU. Besides the mention factors, the 
questions focused on how the managers view the Copenhagen market, what marketing tools the 
teams use, what market segments they are looking at for possible spectators, how they see their 
product, their stance on tickets and free tickets, and the use of knowledge produced by the more 
successful teams.  
4.1 Copenhagen Market 
Both managers saw the Copenhagen market as being a legitimate big market. Ole John Nielsen 
(OJN) mentioned that the local businesses in the Gentofte area were SISU resides, were the same 
as in Svendborg and other cities111, and that SISU had the same opportunities as the top teams, but 
that nobody wanted to put an effort into attracting these possible sponsors, or thought that it was 
important as SISU is a club that bases its finances on membership fees from the clubs youth 
teams. OJN further said that there is more competition in Copenhagen as there are more 
organizations attempting to attract local sponsors112. Tommy Nielsen  (TN) agreed with this, 
stating that in the smaller cities, there are less activities and events to participate in113. This means 
that more people come to the games as paying customers, and that there is pressure on local shops 
to sponsor the local team, as they will be weaker if they ignore it, and if they are not sponsoring, 
then people will criticize them for not supporting locally114.  TN also mentioned that it is a big 
challenge for all Copenhagen sports teams to attract spectators when the team is struggling with 
on court performance, even for top soccer teams like FC Copenhagen115. Because of the high 
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amount of entertainment offers in Copenhagen, people are only five minutes away from 
something else that is entertaining, but in cities like Næstved, people will still come to the games, 
even if the team is low in the standings, due to the low amount of entertainment offered116. This 
relates to the substitute problem mentioned earlier, and shows that while Copenhagen is a big 
market, it is hard to compete in it. Furthermore TN mentioned that the Copenhagen teams have a 
culture where it is frowned upon if the clubs own players, meaning the youth players raised in the 
clubs, are not getting playing time117. This makes creating a sports strategy hard as grass roots are 
influencing the organization, and needs to be taken into consideration. TN says that this is one of 
the reasons that show the importance of attracting spectators from outside of the club, as they 
would care more about winning than who is playing, which would make it easier to have on court 
success and in that way increase demand118. 
4.2 Marketing of the Teams 
OJN stated that SISU does marketing through Facebook were they invite people to game events. 
In addition they have “Team ambassadors” from the BL teams that goes to the practices of the 
youth teams in order to recruit young players to come with their parents or friends119. OJN stated 
that this is unfortunately all SISU does in terms of marketing, they do not use any other tools or 
base knowledge on research or marketing theories.  
TN said that the Copenhagen Wolfpack uses different tools. They distribute between 1000-2000 
tickets per game, depending on whether they are playing in Frederiksberg, Glostrup or Skovlunde. 
In some areas more tickets need to be distributed than in others, and TN mentioned that it was 
harder to get people to attend Frederiksberg games120. He believed that the reasons was that there 
is more to do in central Copenhagen, and that as soon as you get to outskirts of Copenhagen like 
Skovlunde for instance, there is more attachment to the local environment121. A lot of the free 
tickets are distributed to sponsors122, as this adds value to both the sponsors business, as they can 
hand out tickets to customers, and it also adds value to the Wolfpack, as it means more potential 
customers. 
Besides free tickets, the Wolfpack uses social media. This is however not only done to attract 
spectators, but more to show strength through activity and being visible123. TN mentioned this as 
being essential as it shows that things are happening, and reminds people of the team. This is a 
strategy that is also used in TDC, where TN is employed. Anything that is nice to have is shared 
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to gain exposure124. Besides these things the Wolfpack do not use any tools or marketing research. 
TN stated that social media invitations to events on Facebook in his opinion had lost value, due to 
the massive amounts of events being shared125. This result in a less unique invitation, and then it 
cannot be the primary way to attract spectators. This was not said as a critique of SISU’s 
marketing, but as a general statement. Both managers also mentioned that all people at the top of 
these teams are volunteers, and that time is scarce. This could be part of the explanation for the 
low level of marketing by the teams.  
4.3 Market Segments  
As mentioned earlier it was an early hypothesis for this paper that the Copenhagen BL teams are 
not focusing enough on the market segment consisting of basketball players and fans that are not 
members of a BL team. Besides the mentioned market segment of Facebook users associated with 
the team and recruiting through youth teams, OJN said that SISU had a small amount of students 
from Copenhagen university coming since one of the players from the team studied there126. He 
also said that targeting people outside of the club was something that been discussed, but nothing 
had really been done about it. SISU tried to create events with big companies like DONG, Novo 
Nordisk and IKEA who all have places of business in Gentofte, but they failed to do so even with 
people from the SISU organization working for some of the companies127. The reasons were that 
the big companies are careful with attaching their brand names to smaller events. The 
Copenhagen Wolfpack is using a strategy where they have a goal about how many customers 
should be paying and how many should get in for free128. For games were low interest and low 
attendance is expected more free tickets are handed out to club members and schools to achieve 
higher attendance. The club is currently meeting its goal for the amount of paid spectators they 
wish to have. TN mentioned that getting non-members to come to games is a question of “nice to 
have” and “need to have”129. He stated that it takes extra work to get people outside of the club to 
come, and that it is hard in central Copenhagen due to the competition. The Wolfpack is planning 
on cooperating with Copenhagen Business School. (CBS) in the future, as many home games are 
played on Thursdays, the same day CBS arranges a Thursday bar for their students, which has 
become very popular130. Lastly TN talked about the club planning to distribute free tickets in 
areas that are known to inhabit many high level executives131. The team wishes to target this 
segment as they have a higher per capita income, which could become fruitful for the team in the 
future. 
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4.4 The Product 
There is debate within the BL, and in sport leagues in general, about what is more important, 
competitive on court play or the product as a whole, which includes entertainment and activities 
during play stoppage and the atmosphere in the gym. This is the main product and enhanced 
product dilemma. To get a better idea of the views of the managers on this topic, both managers 
were asked questions about it. OJN stated he believed that more spectators improve the product, 
and that entertainment is an important part of the product132. He stated that SISU is far behind in 
terms of a good overall product (enhanced product). They tried to hire the former manager of the 
Aalborg Vikings, Mads Olesen, who previously improved the enhanced product of the Aalborg 
Vikings despite poor on court performance, and still managed to increase the attendance 133, but 
he signed with the Hørsholm 79ers instead. OJN further mentioned, that while SISU’s on court 
performance (main product) has been solid in past years (they have been a middle team) the rest 
of their product does not match that134. TN said that right now basketball alone, is not enough to 
be a great product, it needs an x-factor135. The Wolfpack are planning on doing larger events in 
2015, where they will have artist perform during the breaks of the games. The hope is that this 
will improve the enhanced product quality, enabling the Wolfpack to charge higher ticket prices 
since artist performance is attached with it, while it should also help with drawing spectators that 
do not usually attend basketball games. Both managers thus emphasizes that on court performance 
is not sufficient in terms of product quality at the moment for the Copenhagen BL teams, and also 
know they are not currently producing as good of a enhanced product as they would like to. It was 
however also mentioned that things take time, and that some of the top teams took 5-10 years with 
building their successful organizations, and product.  
4.5 Free Tickets Versus Priced Tickets 
The last topic that was discussed was whether large amounts of tickets should be given away for 
free or if a more conservative approach should be taken. This relates to the previous section, as 
more spectators usually leads to a better enhanced product, but as TN said, the teams should never 
hand out so many free tickets that the product becomes valueless. OJN said that he believes that 
right now it is more important to get people in the gym than making a profit from ticket sales136. 
TN furthermore mentioned that the Wolfpack did not have many large sponsors last year, and are 
handing out more free tickets this year in order to improve their enhanced product to attract 
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possible sponsors. The aim of the main product (games) right now is to gain a profit, but the 
income from tickets is not what should make the business go around137. 
In this way there is a clear discourse about the importance of attracting spectators, which the 
manager of the BL, Rasmus Winkel has also stated is the most important thing for the league and 
its teams. 
4.6 Findings for the Internal Contingencies 
The internal contingencies that were of interest for this paper were culture, strategy, objective, and 
marketing goals. They were explored through the semi-structured interviews. The aim of the 
interviews was to gather knowledge on how the Copenhagen teams saw their situation, and how 
they attempted to attract spectators with the use strategy and promotion. Through the semi-
structured interviews it became apparent that the Copenhagen teams saw their market as being a 
good one, but a much more competitive one than their counterparts from the rest of the league. As 
the teams also rely mainly on volunteers with low experience, there is a time and resource 
constraint that can be seen as one of the main problems for the Copenhagen teams. However both 
TN and OJN stated that too many excuses were present within the Copenhagen teams, and there 
were ideas on marketing possibilities. The objective and marketing goals for attendance varied. 
For the Copenhagen Wolfpack, the goal for this season in terms of attendance was to average 500 
spectators138, and have 1/3 be paying customers, while SISU did not mention any specific goals, 
besides getting as many spectators as possible139. The organizational strategy for achieving this 
also varied. Both teams mentioned that by getting kids from the clubs to come with one or two 
parents, they should have a good amount of spectators. TN estimated that probably 50-75% of the 
spectators for the Wolfpack were currently members of the club140. This is far higher than the 
league average of 23%141, and shows the necessity for attracting fans from other market segments 
within the Copenhagen market. The club members are primarily recruited to the games through 
social media advertising or with members of the elite team going to the youth teams as 
ambassadors.  
The culture as an internal contingency was also investigated through the interviews. TN 
mentioned internal cultural problems that related to the expectations about playing time for the 
players that were raised in the club. This made it hard to dictate an on court strategy, as grass 
roots were influencing these decisions. He mentioned the importance of getting spectators that 
were not associated with the club, in order to get over this cultural barrier. Producing a better 
product would be easier if spectators and people within the club cared more about winning, than 
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about who was actually playing. For SISU the most interesting finding in terms of culture was that 
there was really no culture for marketing, or viewing the games as entertainment in addition to 
basketball. The club tried to hire a marketing specialist, but did not succeed, and besides this, very 
limited promotion was done. It is important to remember that these are mainly volunteer 
organizations, and time and resources are scarce, which both managers mentioned. TN said that 
after Glostrup, Falcon and BMS combined forces to create the Copenhagen Wolfpack, the 
situation has gotten better, and this could also be seen in the more clear strategy and objectives of 
the Wolfpack in comparison to SISU.  
Both teams were interested in attracting more spectators to improve attendance and the enhanced 
product. However the actual practice of marketing strategies and objectives seemed to be 
struggling. Both teams mainly used social media and distribution of free tickets, and OJN 
mentioned that SISU barely does any marketing besides this. And while the Wolfpack seemed to 
have a more strategic approach to marketing, TN did not mention a strong pursuit of the market 
segment of basketball fans, which are not directly associated with a BL team, or a general 
approach to target markets. TN did however mention that focusing on non-members would take 
more resources than getting members to attend games, but also said that planning was key, and 
that attracting spectators from outside of the teams members were important for the future state of 
the league and the product. For the Wolfpack specifically it was important in order to overcome a 
cultural orientation within the club that emphasized the importance of playing time for 
homegrown players, which made it hard to create a good on court strategy for the team. The 
overall internal contingencies seemed stronger for the Copenhagen Wolfpack, they had a clearer 
vision for their strategy, and did more work in terms of marketing than SISU. This could partly be 
explained by the fusion of multiple clubs. Last year the Frederiksberg BL team Falcon joined 
forces with the 1. Division team BMS (Ballerup-Måløv-Skovlunde). During the summer Glostrup 
joined them, and the team now has more volunteers and resources142. TN stated that at first it was 
a problem that many people had roles, which overlapped, and led to low efficiency for the overall 
work, but as the roles were sorted out over time, having more people has now become a strength 
for the team143. A look at the attendance from last season shows that Falcon had only 230 people 
attending per game, while SISU had 255. These two numbers were the lowest in the BL, which 
had an average attendance of 574 people per game144. A look at the numbers for this year shows a 
great improvement for the Wolfpack. Through five home games, they have an average attendance 
of 402 people, an increase of 174%. For SISU the first eight home games show a decline in 
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attendance, as the average attendance is down to 236, meaning a decrease of 7,5%. This could be 
a result of the more focused strategy and objectives of the Wolfpack, in addition to the larger 
administration after the fusion. The improvement for the Wolfpack shows the importance of 
taking strategic marketing decisions, and although the Wolfpack did not necessarily have a clear 
one, or used theoretical marketing tools, they did have goals and a strategy that showed signs of 
using some marketing mix elements. Their situation could however be improved even more if 
they used a more clear marketing strategy, and although there was improvement, the team is not 
currently meeting its goal of 500 spectators, which in theory means they should adjust their 
strategic marketing. 
The external contingencies chapter classified Copenhagen as a good basketball market relative to 
other basketball markets in the country, and the internal contingencies chapter showed that 
although there is improvement, there is still plenty of room for growth for the Copenhagen teams. 
These teams should put a stronger emphasis on attracting spectators not affiliated with the club, 
and the logical option would seem to be to target the market segment of basketball fans that are 
not members of the BL clubs. A survey was therefore conducted within this market segment, to 
gain knowledge on numerous topics, including whether they actually knew about the BL, had 
seen advertising for it, and if they would actually go to games. This is part of the market research 
in the strategic sport marketing decision, shown previously in Figure 2-1. 
5 Strategic Sports Marketing Process – Understanding Consumers 
and Market Selection Decision  
In order to answer the third research question about whether the marketing and branding of the 
lower tiered teams is effective within the market segment of basketball fans that are not members 
of a BL team, an online survey was conducted. It was posted in different Facebook groups and 
forums for teams or organizations that are involved with basketball without being BL teams or 
having association with BL teams. The objective was to obtain knowledge that could give insight 
into this group of basketball participants, which could help show if this would be a possible target 
market to focus on for the Copenhagen BL teams. 
5.1 Demographics 
The survey received 63 responses. All results are available in the appendix145. Of the respondents, 
80% were male, 59% were within the 20-27 years age group, and 33% were 28-35 years. This 
means that 92% of respondents were 20-35 year olds, this is a large amount, and can be explained 
by the distribution sites of the survey as it focused on basketball participants, meaning active 
players or fans, and was distributed to specific groups for mostly teams. 86% of respondents were 
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members of a sports organization, and since 61% of BL fan are males and fans have an average 
age of 25,6 years the respondents fit nicely within this group as possible fans from outside of the 
BL teams. Furthermore the BL wishes to attract people below the age of 40, since basketball is 
hard to understand for many people, as it is a complex game that is relatively new in Denmark, so 
the group of respondents should provide a good picture of the fans that the BL as a league, and the 
Copenhagen teams wish to recruit. 
5.2 Enjoyment Level and Basketball 
Respondents were asked to rank how much they enjoyed playing and watching basketball on a 
scale from 1-5 with attached values of Very Low – Low – Medium – High – Very High. This was 
in order to gain knowledge on the general enjoyment level of these two activities related to 
basketball. 81% replied that their enjoyment level with playing basketball was very high, while 
16% said high. The last 3% said medium or low. For watching basketball, 42% said their 
enjoyment level was very high, 41% said high, 11% said medium while 6% said low. The 
respondents then seem to get more enjoyment out of playing basketball, but since 83% still said 
that they had at least a high enjoyment level when watching basketball, this seems like an 
excellent target market segment for the BL teams in Copenhagen. Respondents were also asked if 
they enjoyed watching live basketball more than other sports. 77% said yes, showing that within 
the targeted segment, there is a high enjoyment level of going to live basketball games.  
5.3 Knowledge of the BL 
75% of respondents stated that they had some knowledge of one of the Copenhagen BL teams. 
Respondents were asked where they had gained the information from, and were allowed to pick 
up to two options. 45% of the total responses stated that the knowledge had come from family and 
friends, 34% from knowledge from television, 33% said other, 25% from social media, and only 
5% and 2% had learned about the BL from newspapers and local advertising like posters. This 
show that most respondents are learning through channels not controlled by the teams, and that 
teams could possible do more with local advertising, to attract members from this segment. To 
further investigate this respondents were asked if they had seen local advertising for the teams. 
77% said no, while 23% says yes. In addition 55% said that they had attended a BL game, while 
45% said that they had not. This shows that there is still lot of available basketball participants in 
this segment, and that although 75% knew about the BL, only 55% had been to a game, despite 
77% stating that basketball was the live sport they enjoyed the most.  
All respondents who said they had gone to a game were asked about the reasons. 47% said that is 
was their interest of basketball that brought them, 22% said friends or family brought them, 9% 
said other, and only 3% said that they saw advertising and wanted to see the product. Advertising 
alone can obviously not get people to go to sports, many other factors influence this decision for 
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the individual, but increased marketing within this segment could possibly increase the number of 
attendants from the non-BL basketball participant market. 
5.4 Entertainment 
To gain insight on the peripheral competitors of the BL, respondents were asked to name their two 
favorite types of entertainment. If the amount of respondents who preferred watching sports was 
very low compared to watching other television or surfing the Internet, it could possibly show that 
basketball is still too weak as a product to compete with other types of entertainment. However, 
56% of respondents rated watching sports as one of their top two favorite types of entertainment. 
The only other option that was within 25% of watching sports was watching television/Netflix at 
home, which 44% had in their top preferences for entertainment. 
5.5 The Sports Product 
As mentioned the absolute and relative quality of a sports match influences demand. At the same 
time managers from the teams stated that the overall event and entertainment at games (the 
enhanced product) is also important. To gain insight on the preference of the respondents, they 
were asked what matters the most when they are attending sports games. Surprisingly 86% said 
the quality and competitiveness of the game, while 13% said the atmosphere in the gym or on the 
field was the most important. Only 2% (all numbers are rounded up) said that the entertainment 
was the most important thing. This shows a high preference for absolute and relative quality 
within the market segment of basketball fans and players that are not affiliated with a BL team. 
The main product seems to be the most important for this group, but as they are basketball 
participants it seems logical. Fans that are not basketball participants would likely rate other 
things as being important, as they will not have the same knowledge and understanding of the 
game. This result also does not dictate that teams should focus more on the main product. As 
mentioned previously, the enhanced product is what is being sold to sponsors, and since these 
create larger revenues for the BL teams than spectators usually do, there should just be more focus 
on the main product for the promotion that is directed towards the segment of basketball 
participants that are not members of a BL team. 
The last question of the survey asked respondents about how the chances were of them attending a 
BL game if they were given a free ticket worth between 50-100kr. 41% said there would be a 
great chance of them going, 30% said a good chance, 16% said a 50/50 chance, 8% said a small 
chance while only 6% said no chance. With 71% saying there would be a great or a good chance 
of going, the case for this segment group being strong gains more momentum. Remember that 
only 55% had actually attended a game, but with 87% of respondents saying there would at least 
be a 50% chance, and likely a better chance of them going, there seems to be untapped potential 
here for the BL teams.  
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5.6 Chi Square and Correlations 
The data from the survey was analyzed in SPSS. The results can be found in the appendix146, and 
the most important ones with statistical significance will be discussed here. It is important to note 
that many chi-square results, did not meet the requirement and assumption of having less than 
20% of cells having expected counts of less than 5147. This is due to the low amount of responses 
as this was a small-scale survey and paper, and obtaining sufficient responses to create a large 
enough sample was not possible. However the chi-square test and correlations can tell still us 
about the relationships of some of these variables, they can just not be guaranteed to be applicable 
to an entire population. The maximum level of acceptable statistical significance will be p < 0.05, 
which is generally the maximum accepted level in social science research148. 
5.6.1 Gender - Enjoyment of both playing and watching basketball 
The first important findings were that there is an association between gender, and enjoying both 
playing and watching basketball. The significance of the chi square test between gender and 
enjoyment of watching basketball shows that the p-value is .015 meaning that the null hypothesis 
stating that two variables are not related in the population149can be rejected, and there is a 
relationship between these variables. The strength of the relationship can be seen through the 
Cramer’s V, which is .408 meaning that there is a moderate relationship150. The contingency table 
shows that 48% of males got very high enjoyment from watching, while this number was only 
25% for females. This means that males are more likely to enjoy watching basketball than 
females. In terms of gender and enjoyment of playing, the p-value was 0.013 and Cramer’s V was 
0.415 showing a moderate relationship again. 88% of males said their enjoyment level for playing 
was very high, compared to 54% for females. These findings shows that males are more likely to 
enjoy both watching and playing basketball, and that the Copenhagen BL teams should consider 
this when deciding on their target markets. 
5.6.2 Knowing a BL team – Having attended a BL game 
The p-value for this relationship was 0.00, and Cramer’s V was 0.57 showing an almost strong 
relationship. It seems obvious that people who have attended a BL game has knowledge of a BL 
team, but we must remember that this only shows a relationship not a causality, and we can then 
not determine which variable influences the other. This finding could theoretically be important, if 
knowing a BL team leads to attending. However, the causal might as well be that the people who 
attended a game know of a BL team. 
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5.6.3 Being a member of a sports organization – Enjoyment of playing basketball 
For this relationship, the p-value was 0.002 and Cramer’s V showed a moderate strength of the 
relationship with a coefficient of 0.49. This finding only tells that there is a moderate relationship 
between those who are members of a sports organization and their enjoyment level of playing 
basketball. Since there was no relationship between being a member of sports organization and 
enjoying watching basketball, the Copenhagen teams should perhaps put more focus on fans that 
enjoy watching the sport, than the members who play it. However the contingency table did show 
that 44 of people who were members of a sports organization did have a high or very high 
enjoyment level of playing basketball, while the number was only 25% for people who were not 
members. So although no statistical significant relationship was found between the variables, BL 
teams should probably not entirely ignore members of sports organizations. 
5.6.4 Being a member of a sports organization – Knowing a BL team 
The p-value was 0.023 and Cramer’s V was 0.29 showing a weak to moderate relationship. This 
shows that being a member of a sports organization has a relationship with knowing a BL team 
although it is not a strong relationship. If we consider what was just discussed in 5.6.2 there could 
be a relationship with knowing the teams and going, and this could lead to members of sports 
organization being more likely to go.  
5.6.5 Being a member of a sports organization - Having attended a BL game 
The relationship between having attended a BL game and being a member of a sports organization 
barely missed the cut for being statistically significant with a p-value of 0.063, and also showed a 
weak to moderate relationship with a Cramer’s V of 0.24. So the conclusion is that there is no 
strong relationship or statistical significance, between these two variables. However with the other 
information from 5.6.4 and 5.6.2, and the fact that the findings were close to having an acceptable 
P-value means that sports organization members should not completely be ignored, especially as 
the contingency table showed that 94% of sports organization members had attended a BL game, 
while the numbers for non-members was 79%. 
5.6.6 Being a member of a sports organization – Chance of attending if given a free ticket 
Lastly the p-value for this relationship was 0.037, and the Cramer’s V was 0.40. This shows that 
there is a moderate relationship between the variables, and that members of sports organizations 
are more likely to attend games if given a free ticket, than non-members. This can be seen from 
the contingency table, that shows that 91% of members would have at least a 50% chance of 
going, while 75% stated there would be a good or great chance of them going. For non members 
only 50% said there was a 50/50 chance or better of them going, while 38% said there was a good 
 46 
or great chance. With the information found so far in chapter 5, it seems like members of sports 
organizations should be a part of the target market for the Copenhagen BL teams. 
5.6.7 Spearman’s rho – Correlations between the ordinal variables 
The relationships between the ordinal variables (enjoyment level of playing basketball, enjoyment 
level of watching basketball, and chance of attending if given a free ticket) were measured with 
spearman’s rho and the results can be found in the appendix151. The only relationship that was 
statistically significant was the one between enjoyment of playing and enjoyment of watching 
basketball. The P-value was 0.001 and the Shearman’s rho was 0.418 showing a relationship 
somewhere between moderate and strong. This can tell us that the people who play basketball, has 
a moderate chance of enjoying watching it as well. These people can be considered basketball 
participants as seen in Figure 2-3 and since there is a moderate chance of them enjoying watching 
basketball, they should be included in the target market. 
5.7 Consumer and Market Selection Decisions 
The most important and interesting findings from the survey were that there seems to be a 
willingness among basketball participants not associated with BL teams to attend games, although 
no undeniable statistically strong evidence was found. Basketball ranked strongly in the minds of 
these fans, as seen by the respondents stance on basketball compared to other sports and even 
sports compared to other forms of entertainment. Most respondents would be likely to attend BL 
games if they were given free tickets, but many did not see advertising or list it as a reason to why 
they went to games. This leads us to the final chapter, which will attempt to provide 
recommendations for the Copenhagen BL teams on how they can improve their enhanced product 
through increased attendance.  The recommendations will be based on analysis of the four P’s 
from the marketing mix decision. 
6 Marketing Mix Decision – SWOT and The Four P’s 
 
In order to answer what can be done from a theoretical sports marketing and sports economics 
standpoint, to improve the situation of the Copenhagen BL teams, this chapter looks into the 
marketing mix decision for the teams.  
The marketing mix decision is based on the internal and external contingencies, as well as 
understanding consumers and selecting target markets. Based on the external and internal 
contingencies found in chapter 3 and 4 a SWOT analysis will now be performed. The knowledge 
from this analysis can help guide the four P’s (product, price, promotion and place) analysis, as 
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the strategy should attempt to minimize organizational weaknesses, while capitalizing on strategic 
windows that present themselves through external opportunities152. 
6.1 SWOT Analysis 
As mentioned earlier, the organization should assess internal strengths and weaknesses and 
external opportunities and threats153. From the findings of the previous chapters, the SWOT 
analysis for the Copenhagen BL teams look like this: 
Figure 6-1 
 
The identified strengths of the Copenhagen teams are the high absolute quality of the product and 
the new national television deal that the teams are a part of. The weaknesses were the relative 
quality of basketball for the Copenhagen teams, as they rarely finish at the top of the standings, or 
advance far in the playoffs. Furthermore the weak enhanced product, and the fact that many 
spectators are members were also identified weaknesses along with cultural barriers in the club 
that limits the sports and marketing strategies. 
Luckily for the Copenhagen BL there are plenty of external opportunities. The Copenhagen 
basketball market was identified as being strong for basketball, and there is a growing fan 
preference for basketball in general. Lastly there are opportunities for improving the enhanced 
product by exploiting new target markets of basketball participants that are not members of BL 
teams. The Copenhagen BL teams also have a number of threats. First of all the Copenhagen 
market is far more competitive than Svendborg or Næstved’s for instance, and they face a greater 
number of substitutes, both in terms of entertainment, but also in terms of basketball. In addition 
the competitive imbalance of the league is a threat, as the top teams are increasing the gap to the 
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lower teams, and if this gap is not closed, the BL and the Copenhagen teams could suffer greatly. 
Lastly basketball is culturally weak compared to other sports in Denmark. 
6.2 Market Research 
The market research was done in the sports economic review along with the interviews and 
survey. Based on the results from the SWOT analysis it is clear that the Copenhagen market is 
tough and competitive but still features numerous opportunities. The Copenhagen teams can 
succeed in this market, although it is not an easy task. The basketball participants were positive 
towards live sports event, and even towards attending BL games if they were given a free ticket, 
and there were positive relationships between members of sports organizations and their chances 
of attending BL games, in addition to moderate relationships between enjoyment of playing and 
watching basketball. The market research did not indicate that Copenhagen teams needed to 
withdraw or focus on other markets. Quite in contrast, there seems to be a strategic window 
opening, which the teams should attempt to capitalize on while it is available.  
6.3 Understanding Consumer Needs and Selecting the Target Market 
As mentioned it was a hypothesis for this paper that the Copenhagen BL teams have a large 
proportion of spectators that are club members, and a low amount of spectators that are basketball 
participants from non-BL organizations. According to research done in America, there was an 
81% overlap between basketball spectators and participants154. This means that if the marketing 
and promotion of basketball looked only at the segment of spectators it would miss 19% of the 
participants, who could be potential spectators. Of course all participants are not interested in 
becoming spectators, but sports marketing theory mentions that it is essential to investigate both 
markets155. Through the data shared by Rasmus Winkel it was learned that for an average BL 
game, 23% of spectators were members of the team, meaning 77% were not members156. These 
numbers are then similar to the American research, although the parameters are slightly different. 
For the Copenhagen BL teams however, the situation was almost reversed, as 50-75% of 
spectators were members, while only 25-50% were non-members, meaning that the overlap is far 
smaller for the Copenhagen teams than for the rest of the league. 
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Figure 6-2 
 
One of the reasons for missing out on such a large amount of possible spectators was mentioned 
by TN as being due to the lack of time and resources for the teams. The Copenhagen teams mostly 
did promotion for games through Facebook, but that means they basically only reach the people 
who liked their Facebook page, in all likeliness their members. The hypothesis of this paper, 
stating that the Copenhagen BL teams struggled with getting non-members to attend games, can 
then be confirmed upon reviewing this data. It is expressed in Figure 6-2, which shows the 
amount of possible spectators that the Copenhagen BL teams are missing out from the basketball 
participant group, compared to the rest of the league. With the confirmation of this hypothesis the 
next step for the Copenhagen BL teams should then be to focus on this identified segment 
(basketball participants in Figure 6-2) as part of the target market for the future, especially 
considering TN stated that the members usually always show up157, and that the survey results 
showed good chances of people from this group being interested in attending BL games. The next 
step is then to analyze the marketing mix decision, consisting of the four P’s, sports product, 
pricing, promotion and place.  
6.4 Marketing Mix Decisions 
6.4.1 Product 
There are three important dimensions of the sports product; branding, quality and design158. 
6.4.1.1 Branding,
Branding refers to the ways an organization attempts to differentiate their product, through the 
product name, logo design, or other tools. The purpose of branding is to get consumers to be loyal 
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to your brand, which is done by building brand awareness to get consumers to recognize and 
remember the brand. The Copenhagen Wolfpack can be seen as building brand awareness through 
their strategy of being active and visible on the social media platform. As mentioned this is free 
and not very time consuming, meaning that all the Copenhagen teams can use this strategy. In the 
conducted survey 75% of respondents replied that they knew of a Copenhagen BL team. This is a 
solid number, but since the respondents were targeted basketball participants, the number could 
likely increase. When brand awareness is strong, brand equity can be developed, and this is the 
key for the Copenhagen teams. Brand equity is the value that the brand contributes to a product in 
the marketplace159 and the more this increases for the Copenhagen teams, the more interested 
sponsors will be in aligning themselves with this product and supporting it economically. This is 
what the Copenhagen teams need in order to increase revenues and be able to compete with the 
higher earning teams from the BL. Building brand equity also leads to more loyal fans according 
to sports marketing, so the importance of focusing on branding for the Copenhagen teams is 
essential for their future.  
6.4.1.2 Quality,and,product,design,
Product design for sporting events can be viewed as the composition of the team160, which relates 
to the quality. As mentioned the relative quality of the product for the Copenhagen teams is lower 
than for the rest of the league. The teams are historically lower in the standings, and the only way 
this can improve is by increasing revenue to be able to purchase better talent, which according to 
sports economic theory will decrease the competitive imbalance. Attracting sponsors is the key to 
this, and again the answer for improving product design seems to starts with improving the 
enhanced product for sponsors through higher brand awareness and equity among possible 
spectators, which leads to higher attendance at the games. This should lead to higher revenues, 
which then will lead to product improvement according to sports marketing theory161. As 
mentioned, the entertainment at the games, outside of the on court performance, is also important 
for the enhanced product. OJN mentioned that SISU does nothing in terms of this, and this could 
be another reason for why they are currently a step behind the Copenhagen Wolfpack in terms of 
attendance.  
 
 
6.4.2 Promotion 
Promotion is all forms of communication with possible consumers. For sports organizations the 
purpose of promotion is to build brand loyalty in order to develop an image, which leads to 
                                                
159 Ibid 
160 Shank, M., p. 230 
161 Shank, M., p. 237 
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positioning the brand162. Sports organizations need to evaluate which of these tools to use. For the 
Copenhagen BL teams, one of the first steps needed for growth seems to be exploring the target 
market of basketball participants outside of the BL members. The recommended tools for 
reaching large audiences fast is advertising and sales promotion163. As mentioned the BL teams 
have a wealth of opportunities with increasing interest for basketball in Denmark, and 
broadcasting on national television in the near future. The Copenhagen teams need to act on this 
opportunity and need to reach new spectators fast to improve the enhanced product and branding 
awareness which leads to higher brand equity that can help with attracting new sponsors. This will 
also improve their financial situation. If not they risk falling further behind the top teams of the 
BL, which could greatly hurt not only the Copenhagen teams, but also the BL as a whole in the 
long run. Advertising increases awareness and interest for the product, and leads customers 
towards attending the event164, and sales promotion are short-term activities designed to stimulate 
immediate demand for the product165. This combination seems ideal for the Copenhagen teams. 
Advertising within the identified target market could be done in cooperation with non-BL teams 
or other sports and basketball organizations. The BL-teams could offer a set amount of free tickets 
and in return could require the non-BL teams to put up posters in the local gym, remind members 
of upcoming local BL games through Facebook or other distribution channels that reach the 
members of the non-BL teams. In this way both advertising and sales promotion could help with 
increasing attendance. 
6.4.3 Price 
Pricing is influenced by external factors like per capita income, preference for the sport and other 
sports, and competition, and internal factors like costs, organizational objectives, and other 
elements of the marketing mix166. Most of these factors were investigated in earlier chapters, and 
showed that the ticket price for the Copenhagen teams were the lowest compared to its 
competitors. This is due to the lower preference for basketball compared to other sports like 
soccer and handball. As mentioned all Copenhagen teams charge the same for tickets, and TN 
from the Wolfpack mentioned that the internal strategy and goal for them was to have about 1/3 of 
the spectators be paying customers. He also mentioned that it was important not to devalue the 
product completely and give away all tickets for free, as that would hurt the product in the long 
run as customers would see it as worthless and stop coming167. The Wolfpack focused on 
distributing free tickets for games where the interest would possibly be low, in order to keep a 
satisfying enhanced product. In terms of competition outside of sports, basketball was identified 
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167 Nielsen, Tommy, ”Personal Interview”, November 27 2014, 3.20-6.10 
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as being one of the cheapest options of entertainment in Copenhagen, so the price level should not 
be lowered furthered. The expected increase in fan preference for basketball means that the teams 
should capitalize now with a price strategy of having a certain amount of paying spectators, in 
order to not devalue the product, while also distributing tickets to basketball participants outside 
of the BL teams in order to create brand awareness and improve their enhanced product. 
Lowering prices or giving free tickets is called price competition168 which is used to stimulate 
demand, and this is what is the Copenhagen BL teams should focus on achieving.  
6.4.4 Place/ Distribution 
The place or distribution refers to factors like the location of the stadium, geographical location of 
the target market, the origin of distribution (where tickets for instance are distributed from) and 
when the games are played (time, day, month)169. Most of these factors are not controllable for the 
Copenhagen BL teams. They do not have the resources to build new stadiums, and the BL as a 
league determines when games are played, although this is done in cooperation with the clubs. 
The geographical location of the target market has been determined to be a positive, as the BL 
teams should have plenty of DBBF members and basketball participants, that are not from BL 
teams, available in their location. Each team could pick specific non-BL teams or organizations 
within their area of operation to target. The origin of ticket distribution should be easily 
accessible, either through downloading from the team’s websites, or through free online ticket 
distribution sites. Furthermore cooperating with non BL-teams and other organizations from the 
basketball sub culture and distributing free ticket to basketball participants through them would be 
an obvious distribution channel. Stadium size is something that previously have been identified as 
a weakness for the Copenhagen BL teams, as their arenas are simply smaller than their 
competitors from the rest of the country170. However, both TN and OJN mentioned that the 
Wolfpack and SISU will play in larger arenas than they currently do. SISU will be playing in a 
new arena that is being build by the municipality171, and the Wolfpack will move games to larger 
arenas like Ballerup Super Arena172 to provide customers with better physical surroundings, 
which could further increase demand, and also improve the enhanced product. This again 
validates the point of possible improvements in preference and the culture for Danish basketball, 
as local municipalities are willing to allow the teams into larger arenas, or build new ones and 
allow basketball teams in them.  
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7 Conclusion 
As an answer to the problem formulation 173, the Copenhagen BL teams can improve their 
enhanced product through a more focused strategic sports marketing process. The external 
contingencies showed positive demographics and improving culture for basketball, but on the 
downside also showed that the competition and amount of substitute products in Copenhagen 
make it hard to succeed in this market, which again highlights the importance of strategic 
planning. This is something that the Copenhagen teams lack as is evident in the findings from the 
performed interviews. These findings showed some strategic considerations by the teams, but not 
sufficient knowledge on what steps were necessary to take in order to ensure improvement. 
Through a conducted survey and analysis of the participant/spectator relationship, it was 
confirmed that the Copenhagen teams have a higher amount of spectators who are members of the 
teams than what the rest of the BL teams have. They should focus on using advertising and sales 
promotion to attract spectators from the identified target market consisting of basketball 
participants who are not members of the BL teams, especially males. These showed a willingness 
to attend games through the conducted survey. The teams should distribute tickets through easily 
accessible channels for the basketball participants, for example through social media or at events 
and physical locations where basketball participants, who are not members of a BL team, are 
gathered. The Copenhagen teams do lack resources, but the suggested tools for improvement 
should not require more of the teams than what can actually be done. There should be focus on 
improving the enhanced product of the teams in order to attract sponsors for the teams, and 
possibly a league wide sponsor for the BL. The interviewed managers were aware of this. 
Improving the enhanced product would lead to greater brand awareness and equity, which should 
improve the financial situation for the teams through sponsor revenues. This will improve the 
main product for these teams, and will help eliminate the competitive imbalance that is currently a 
hindrance for the league. Finally the fusion team, Copenhagen Wolfpack, showed better internal 
contingencies than their counterpart, and also showed a highly improved enhanced product after 
the fusion. One of the reasons was the stronger organization with more volunteers. This relates to 
the possible oversupply of BL games in the greater Copenhagen area, which was discussed in 
chapter 3.3. Another possible way to improve the situation of the teams, although a more drastic 
one, could then be to create fusion teams, which would theoretically increase demand as the 
supply would be shortened, and also create stronger organizations that could create better internal 
strategies. 
 
                                                
173 How can the identified lower tiered Copenhagen teams of the Danish Basketball league, the BL, improve their enhanced product to ensure an 
overall homogenous and unified product for the league as a whole? 
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